Social commerce is a form of commerce mediated by social media and social networking services (SNS)As a multifaceted phenomenon, social commerce can be studied from different angles and analyzed through the lens of various disciplines. This article examines website technical features to depict the transformation of e-commerce into social commerce. We first develop a conceptual framework to capture three emphases of e-commerce: transactional, relational and social. Then, we use the framework to conduct an historical analysis of the actual website screen captures for five top e-commerce companies since their websites were established. We were able to identify and classify a total of 174 emerging technical features. Our results show that: (1) all three emphases were expressed in the websites and have been reshaping their business and marketing strategies over the years; (2) there was a clear blooming of social features in 2007; and (3) there has been a significant effort to strengthen customer and merchant ties through relational features. Our findings signal that there still is room for further exploration of the social emphasis.
INTRODUCTION
Social commerce is a new wave of e-commerce in which traditional e-commerce is mediated by social media and social networking services in order to promote online transactions and shopping-related information exchanges (Wang and Zhang 2012) . Social commerce utilizes features that support people's participation in the marketing, selling, comparing, curating, buying, and sharing of products and services in online and offline marketplaces and communities (Zhou et al., 2013) . The increasing attention and popularity gained by social media and social networking services over the past several years have brought new opportunities for e-commerce. They also have challenged and redefined traditional vendor-push business models and marketing strategies (Liang and Turban 2011) . Social commerce is a more social, innovative and collaborative way of doing business (Parise and Guinan 2008) . It has transformed e-commerce into a more socially-centered and user-driven environment (Wigand et al. 2008 ).
More than ever before, consumers are at the center of social commerce business models (Huang and Benyoucef 2013) . At the same time, e-commerce businesses have been exploring new features to add to their technology platforms, and designing more tailored websites (Hajli 2012) . Web 2.0 technologies and tools are being applied to engage people to share interests, with or without real-life connections in commerce related activities. In this sense, weblogs, wikis, and social bookmarking systems are changing the role of consumers into more participatory actors in the commercial process (Ickler et al. 2009 ).
Despite the pervasiveness of social commerce in business and in people's lives, not enough scholarly attention has been devoted to study the social commerce phenomenon (Wang and Zhang 2012) . Among the published academic studies on social commerce, some have focused on consumer behavior and social shopping activities by observing factors such as loyalty (Huang 2011) , social influence (Amblee and Bui 2011 , Kim and Srivastava 2007 , Pagani and Mirabello 2011 , social ties (Liang et al. 2011 ) and purchasing behavior predictors (Olbrich and Holsing 2011) . Some examined design features and their impacts.
For example, taking a more artifact-oriented approach, Grange and Benbasat (2010) analyzed both utilitarian and hedonic affordances of social shopping features and the perceived usefulness and enjoyment associated with them. Huang and Benyoucef (2013) proposed a multi-layered model containing a set of principles for the design of social commerce websites, which is divided into four major layers: individual, conversation, community and commerce. These two studies are particularly helpful for us to understand how some social commerce website features may impact social shopping activities. However, to our knowledge, there has been no systematic investigation that maps social commerce features and discusses how these technical features are incorporated over time into e-commerce retailers' websites to support their online business models and strategies in social commerce.
We believe that technical features are responsible for supporting information sharing and social interaction thus are important enablers of new ways of online commerce (Grange and Benbasat 2010) . A better analysis of the evolution of the technical features can provide great insight into the transformational nature of e-commerce into social commerce.
Applying a longitudinal qualitative approach, this study examines the evolution of technical features on e-commerce websites to demonstrate how these sites progressed over time and transformed into more social commerce-oriented platforms. Five popular U.S-based e-commerce websites (Amazon, eBay, Overstock, Wal-Mart and Target) are analyzed based on their historical website versions retrieved through the Wayback Machine (available at archive.org) over the course of twelve and a half years. We aim to answer the following questions: (1) How has each of the top five e-commerce websites evolved over time in terms of their technical features?, and (2) How have these websites, collectively and individually, transitioned or transformed from an e-commerce approach to a more social commerce orientation? Section 2 offers a brief overview of e-commerce and social commerce. Then Section 3 presents a conceptual framework that categorizes e-commerce activities according to three different emphases:
transactional, relational and social. Section 4 discusses our methodology, and reports on the e-commerce websites that we sampled, our data collection procedure, and the categorization of different technical features. Section 5 presents and discusses our findings. Finally, we draw a number of conclusions, and highlight some practical and theoretical implications of our study.
AN OVERVIEW OF E-COMMERCE AND SOCIAL COMMERCE
With Web 1.0 and other Internet based technologies came the rise and fall of e-commerce. The failure of a large number of online companies during the collapse of the dotcom bubble between 2000 and 2001 (Cassidy 2002) demanded that firms should re-examine their strategies to operate and sustain virtual channels and develop a better understanding of consumer behavior, and customer loyalty and retention (Machado 2005) . Web-based businesses started implementing new functionalities in their websites to enhance word-of-mouth advertising, build loyalty and retain clients, as well as to allow consumers to experience online shopping in a more social and interactive way. Supported by emerging technologies associated with Web 2.0 and massive adoption in the marketplace of social networking services, e-commerce began to experience a paradigm shift with the rise of social commerce.
Despite some empirical evidence that some web-based businesses implemented features to enhance social interaction and collaboration among consumers in the late 1990s (Curty and Zhang, 2011) , the expression social commerce is officially credited to Yahoo! This occurred with the launching of two social commerce tools: Shoposphere and Pick Lists (Yahoo! 2005) . Social commerce can be understood as a technology-enabled environment in which consumers can interact in social shopping activities, such as product search, product information sharing and aggregation, and collaborative decision-making (Shen and Eder 2011) . These social features carry unique and interesting capabilities for online shopping (Grange and Benbasat 2010) . Examples of features that support these social shopping activities are: wish lists, discussion forums, chat rooms, geo-tagging and geo-locators, blogs, podcasts, tagging, social networks, ranking tools, and recommendation systems (Jascanu et al. 2007 ). Also, some social commerce websites allow consumers to shop in an environment similar to social networking platforms, combined with one or more remotely-located shopping partners (Leitner et al. 2007 ).
Social commerce is beneficial for both consumers and merchants (Hajli 2012) . Merchants can explore alternative revenue models and make more profit by attracting potential buyers via recommendations and consumer interactions, which can be established in social networks and collaboration environments. Firms can strengthen their ties with their partners and sustain better relationships with customers, foresee market trends, and identify new business opportunities. Social commerce also serves as a strategy for monetizing social media by the application of a two-way strategy: helping people connect where they usually buy, or guiding people to buy where they usually connect (Marsden 2010).
Since it is still relatively new, the term social commerce is not always used with consistency (Liang and Turban 2011). Some refer to it in the short form of s-commerce, and other terms, such as collaborative shopping and social shopping, are often used interchangeably. Nonetheless, in agreement with Rad and Benyoucef (2011), we believe that social commerce differs in scope when contrasted to social shopping or collaborative shopping. Social commerce encapsulates both seller and buyer networks, as well as the platforms where shopping activities and the related interactions take place. As a result, social commerce should be considered as being broader than the act of sharing shopping experiences with others.
A CONCEPTUAL FRAMEWORK FOR THE EVOLUTION OF E-COMMERCE
In searching for an approach to understand different online commerce emphases, we turned to marketing strategies that have been developed in the past. After all, the main purpose for company websites over the years has been to further their success with marketing. Marketing strategies are shaped by the overall goals of business, and they help to define the appropriate business and revenue models that have direct impacts on business returns. Two main types of marketing strategies addressed by the academic literature are transactional marketing and relationship marketing. They are often compared and contrasted, but others view them as simultaneous and complementary commercial strategies (Auruškevičienė et al. 2007, Zineldin and Philipson 2007) . They also can be applied to both online or offline contexts. Rouse (2009) defines transactional marketing as "a business strategy that focuses on single, 'point of sale' transactions. The emphasis is on maximizing the efficiency and volume of individual sales, rather than developing a relationship with the buyer." Transactional marketing is primarily a profit-oriented strategy, wherein tactics are put in place to establish one-time exchanges with consumers. Transactional marketing gives priority to effective trading and sales, as well as interactions and transactional exchanges involving "single, short time exchange with a distinct beginning and ending" (Rao and Perry 2002, p. 59) .
In contrast, relationship marketing focuses on establishing and sustaining networks between firms and consumers, or between firms and business partners, emphasizing long-term lasting relationships. Rao and Perry (2002, p. 599) state that relational exchanges entail "multiple linked exchanges, extending over time," which are often associated with "economical and social bonds." As Li and Nicholls (2000) point out, relationship marketing involves planning for the exchange process beyond the exchange itself for higher levels of joint participation. This strategy also presents a more considerable level of mutual interest from the parties involved, and entails more persons and more primary personal relations. In this manner, the relationship marketing approach recognizes that the value of customer loyalty and cooperative alliances with other firms is not driven by immediate profitability concerns (Auruškevičienė et al. 2007 , Hastings 2003 . Instead, it is oriented toward creating and maintaining long-term relationships, and achieving sustainable profitability. Based on the assumption of mutual benefits, relationship marketing became known for supporting companies' stability and permanent competitive advantage.
With the development of the Internet economy and the growth of social media, scalable communication and ubiquitous accessibility make a third commercial marketing strategy relevant: social media marketing. According to Qualman (2010) , this term was coined in 2006 by Rohit Bhargava, a digital strategist and marketer, to represent the strategy of leveraging user-generated content as a basis for establishing mechanisms that engender trust by offering endorsements. Social media marketing seeks to build engagement through interactions and to promote communication among potential consumers and existing customers in interactive communities to improve traffic and sales (Gillin 2008) . Social media marketing is motivated by the opportunities and potential returns brought about by consumer socialization and engagement. Practitioners have viewed this as the movement of marketing toward the "social Web" (Weber 2007 ). Likewise, Evans and McKee (2010) consider social media marketing as the next generation of business engagement. It relies on the development of the social ecosystem that online companies are a part of, and the importance of companies to explore this environment to foster brand awareness and recognition, attract potential customers, and take advantage of user-generated content to support business strategy and value-generating analysis.
The three marketing strategies we have discussed can be employed by e-commerce businesses to emphasize three strategies that may lead directly or indirectly to profit via content sharing and trading activities. The three strategies can coexist in the same commercial environment and are potentially applicable to any type of e-commerce business. Figure 1 summarizes the strategy emphases and the relationships among merchants, consumers and customers.
INSERT FIGURE 1 ABOUT HERE
Merchants represent business companies and sellers who offer services or products for profit. Consumers represent, in a broader way, people who intend to purchase, or may acquire goods or services for use or ownership. Customers represent shoppers who have conducted at least once some sort of business transactions with merchants. In other words, consumers are potential customers, whereas customers will have gone through the act of shopping at a particular merchant.
The transactional emphasis can be established among merchants (B2B) or between merchants and customers (B2C) with the focus on immediate sales. The relational emphasis occurs among merchants (B2B) or between merchants and customers (B2C or C2B) with a focus on potentially recurring customers for long-term and continued purchases. Merchants explore ways to identify business partners' and customers' profiles, shopping habits and preferences, and establish customer relation management strategies for trust and loyalty. These relationships add value to the transactional emphasis, and integrate networks for non-monetary trades and monetary exchanges that may result from this relationship building.
The social emphasis involves primarily C2C exchanges with the focus on communication and collaboration among customers and consumers. User-generated content creation, exchange, and use are the key characteristics in this e-commerce emphasis, as indicated by the information icon in Figure 1 . Consumers interact with customers to obtain information about products and services, merchants' reputations, and other experiences associated with the transactions. Customers may generate reviews that are capable of exerting influence on other consumers or customers in their purchasing decisions. To enhance this ecommerce emphasis, merchants provide platforms for such communication and collaboration, and incorporate social media and social network features into their websites.
The three emphases relate to each other in terms of transforming consumers into customers and leading to the ultimate profit-making goal in an iterative fashion. For example, business transactions give customers the sources of information that they can provide to others in the relational emphasis, in which consumers may eventually make purchases after reading the reviews or after exchanging ideas with customers. In Figure 1 , this is represented by the thin line between the transactional and social emphases (Transactional ↔ Social). Customers in the social emphasis may become those who will maintain a long-term relationship with the merchants. It is the merchants' desire that loyal customers are more likely to spread good word-of-mouth through comments and reviews in social media and social networks (Social ↔ Relational), which will garner the attention of more consumers who made transactions one time in the past (Social ↔ Transactional), or will become recurring customers (Social ↔ Relational). Steadier customers are likely to make more purchase transactions (Relational ↔ Transactional).
Based on our conceptualization of the three e-commerce strategy emphases, and in agreement with the belief that the re-creation of online business strategies is influenced by the functionalities offered on the platforms (Ickler et al. 2009 ), we posit that technical features in e-commerce websites can be examined according to their ability to support the different strategic emphases. Table 1 defines the three types of technical features that can be found in e-commerce websites. This classification will be used in our longitudinal analysis of the website features of a selected set of e-commerce websites.
INSERT TABLE 1 ABOUT HERE

METHODOLOGY
The phenomenon investigated in our study is the inception of various new technical features at different e-commerce websites over time. For such an investigation, the longitudinal quality method is appropriate. Longitudinal qualitative studies are useful for investigating and interpreting changes in processes over time in different social contexts (Holland et al. 2006 ). According to Ruspini (1999) , longitudinal study methods involve three main requirements: (1) data should be collected at least in two different periods of time; (2) the cases that are studied have to be similar or broadly comparable; and (3) data analysis should involve some comparison of data across the different periods.
The sample websites in our study were chosen based on the results of a survey deployed through the Mechanical Turk hosted by Amazon.com. A total of 100 workers, including 59 females and 41 males between 18 to 64 years old located in the United States, participated in this task. They had an average of five hours of online shopping activity per week. Each participant was asked to indicate in an open-ended answer format and in order of preference three U.S. websites at which they shopped frequently. Respondents received a monetary incentive in U.S. dollars for completing the survey.
From the 300 website responses, Amazon, eBay, Wal-Mart, Target and Overstock were the top five websites mentioned. These websites also were in the top twelve of fifty websites in a 2011 ranking by the National Retail Federation (2011). This cross-validation ensured that the five sample websites selected are among the popular and successful ones in the vast universe of e-commerce websites. See Table 2. INSERT TABLE 2 ABOUT HERE Except for eBay, which is classified as an online marketplace, the other four companies are considered to be general merchandise companies. Among them, Wal-Mart and Target operate in both the online and brick-and-mortar environments.
We collected retrospective longitudinal data via the WayBack Machine Internet Archive (archive.org)during January, February and March 2012. The Wayback Machine is recognized as a valuable tool to track and investigate the evolution of websites. This is useful for longitudinal studies, since the World Wide Web is a changing environment (Murphy et al. 2007 ). The Internet Archive Initiative, a nonprofit organization responsible for curating a digital library of Internet sites, has maintained the Wayback Machine since 1996. It captures and stores screenshots over the lifetime of a URL, which preserves different versions of websites over time, and organizes them in a calendar fashion by years, months and days.
Our data pool includes Wayback Machine screen captures starting from January 1999 until June 2011, a twelve and a half year period. For every year of activity for each website, we retrieved quarterly screen captures. We explored the first screen capture available within each quarter of a given year, and identified, listed and described all of its features in a spreadsheet. Our data set includes a total of 250 website screen captures, or fifty per website.
A feature of a website is an attribute that is prominent, conspicuous or characteristic, and creates a special attraction (Free Online Dictionary of Computing 2010). In the present study, features include functions, tools, plug-ins, services and applications that have clearly identifiable purposes to support online business and commercial activities, as well as user interactions with merchants and other users.
During the data collection, we recorded each identified feature in a spreadsheet, along with its website and year of introduction. Whenever it was available, a description explaining the purpose of the feature was included. In some cases, additional searches were conducted about various features and their corresponding websites in order to identify trade articles or business announcements that could provide additional information about the implementation of the features. We excluded shopping bags, shopping carts and similar features from the list. These are essential features for all e-commerce websites. We Table 1 again.) To ensure reliable coding, we invited two additional independent coders to re-examine and re-classify each of the features. A rate of 73.5% agreement was achieved after the first round of coding, and 100% in the second round of coding.
FINDINGS
An Overview
Appendix A lists all 174 features, their introduction dates and websites, brief descriptions, and their strategic emphasis categories. Table 3 The results affirm our assumption that the three emphases -transactional, relational and social -coexist and evolved at different points of time through the implementation of new features to support the firms' marketing strategies and business models.
The figure also shows the following transactional features that were introduced: dedicated order tracking, currency conversion, product and services auctions, money transfers, faster checkout, product search, sales parameters and indicators, and optional multi-channel access to the platform, such as smartphones. These features have modernized the online transaction-making process and have assured a more secure environment. For the relational features, different features have appeared over the years, including: website personalization, live shopping assistance, historical searches, rewards and affiliation programs, product alerts, reminders and recommendations from the website.
Related to the social features, Overstock added Facebook and Twitter features in 2009, followed by Wal-Mart and Target a year later. All three websites adopted features such as "Like Us on Facebook" and "Follow Us on Twitter," with the intention to gather more followers and friends who were exposed to their announcements and news. Overstock and Target also connected with YouTube in 2010. The same year, Overstock incorporated the function "Tweets about Overstock" by aggregating and displaying on their homepage tweets generated about Overstock in microblog services. The company also began to make use of user-generated content to better support its social emphasis.
The timeline further reveals differences among the technical features that we identified. Some features are simpler, such as reviews, ratings and polls, while others are more complex and incorporate several different functions into one. Examples include "Neighborhoods," "Purchase Circles," and the "eBay Café." Among the five websites, Amazon, eBay and Overstock seem to have incorporated more of these features in their platforms, usually carrying the name of the company in these features.
The Transformation to Social Commerce and the Evolution of Social Features
The implementation of social features supports the third e-commerce emphasis, which relates more directly to social commerce. Next weprovide more details about the social features that we identified for the years that our data cover in chronological order. Then, based on the analysis of each social feature's purposes, we classify the social features into different categories to gain more insight. Although we initially thought that the social emphasis in e-commerce started receiving greater attention from 2005 onwards, our results show that eBay and Amazon were pioneers in implementing social features in their platforms much earlier than 2005 in the late 1990s.
Late 1990s Endeavors
In 1999, Amazon and eBay launched four important social features: "Purchase Circles," Amazon's "Listmania," the "eBay Café" and the "FeedBack Forum." All had the main goal of community building.
The "Purchase Circles" feature was announced as a service to help shoppers find the most popular products in different cities, universities and workplaces with the purpose of assisting users' personal buying decisions and promoting more informed purchases. According to Hafner (2000) , this service was intended to enable customers in different groups to search for popular products, especially books. Readers also were able to learn about the buying preferences of people with whom they shared interests or characteristics. Also, people could obtain insights about a place, a location or an organization by observing related sales trends. In 2007, the service was discontinued and Amazon's website announced that this feature was undergoing a major renovation. Until now, the feature has not been re-launched. Cleverly (2007) has speculated that the service had to be revaluated due to information privacy concerns, because it was a vast and open source for data mining.
"Listmania" from Amazon allows a customer to share compiled lists of products with other consumers. This feature is still active, although its purpose overlaps to some extent with traditional wish lists.
Amazon continues to use "Listmania" and wish list features. Wish lists are designed for personal tracking of desired products with different privacy settings, while "Listmania" lists are searchable and accessible to any user of the platform.
The "eBay Café" was originally launched as a discussion board to support chatting among members of the eBay community. This feature remains active at eBay's website. Despite advances in eBay's functionality and interface design over the years, the mechanics of the "eBay Café" feature remain the same.
Users can interact with other members related to ongoing discussion topics in existing threads, or they can create new ones. Currently, messages can be tweeted or shared via Google Plus. Users also can follow new threads and updates through the RSS feature, and contribute to polls with votes and participation.
Another feature that eBay has consistently offered since 1999 is the "FeedBack Forum," a space for reputation building where trading partners are rated and reviewed. Different from products or services ratings and reviews, this service focuses on developing member profiles and helping prospective trading partners be involved in buy and sell transactions with greater confidence.
In 1999, these four features were aligned with Hajli's (2012) and Marsden's (2010) perspectives on the two-way value-creating capabilities of social commerce. The importance of building virtual communities was a salient driver of the introduction of the features we have described. They empowered social interactions among consumers and created valuable user-generated content to support the companies that launched them. Schubert and Ginsburg (2000) recognized three major forces associated with e-commerce community building: (1) to strengthen trust in trading activities and establish a more warm and social environment for consumers; (2) to provide mutual support and the means for the identification of individual user needs based on shared community knowledge; and (3) to increase consumer buying power while collecting potential ideas for group-tailored products and services, in order to extend existing product bases.
As we previously noted, between 2000 and 2001 there were no new social features that were introduced in the five websites. This coincides with the time when numerous online retailers were victims of the burst of the dotcom bubble (Cassidy 2002) . Thus, one possible explanation for this apparent lack of interest is effect of the crisis period for online businesses. Some retailers probably preferred to continue their operations and not take additional risks by releasing new social features on their platforms.
The Resurgence of Social Features
From 2002 to 2006, however, new features that support social shopping and interactions among customers surged to greater attention. The inclusion of recommendation agents in websites became widespread, in order to elicit the interests and shape the preferences of consumers. Websites started implementing reviews and ratings, C2C recommendation functions, spaces for customers to create and share shopping guides, and tools to allow customers to check and search for related products. All of these are based on other customers shopping activities and experiences. The motto, "Write and Share, Read and Learn," was used by eBay as a way to emphasize how others' experiences can support more informed shopping decisions.
The Year 2007: The Apogee of Social Commerce
Although the term social commerce was coined in 2005, our data show that the peak year for the emergence of new social features was two years later in 2007. eBay alone launched seven social features to support customer collaboration and socialization. This matches the findings from another study, which suggested that social commerce began to grow more rapidly in that year (Wang and Zhang 2012) . In addition, to support content creation, eBay launched wiki spaces and blogs so that members could create articles, share contents and swap pictures. Members of eBay were able to build personalized spaces and develop personal profiles to connect and share information with other members through its "eBay My World" service. They also can create social voting polls with eBay matchups, participate in mentoring groups and receive help from eBay members on the platform for better shopping and selling experiences.
Additionally, eBay incorporated word clouds based on user-generated content through tagging activities, and released "Neighborhoods." According to Steiner (2007) and Sacco (2007) , Neighborhoods aimed to create micro-communities built around common interests. This feature drew content from blogs, reviews and guides, and allowed neighborhood-specific message boards and member-uploaded photos. It offered social mapping tools to visualize the interconnections among people and their common interests.
In October 2011, eBay announced its plan to remove "Neighborhoods." By April 30, 2012, the feature disappeared and its functions were incorporated into the "Groups" feature. Also in 2007, Overstock released "OMUSE," a wiki-based collaborative and open environment through which customers with similar interests could find each other and team up in group activities and projects. Overstock's intention was to create constantly evolving guides with practical and applied knowledge to support its customers.
However, this feature is no longer active in the company's website. After "OMUSE" was discontinued, Overstock's emphasis on building a sense of community among customers re-emerged in 2008 with the release of its "Community" feature. This was a portal in which registered users could explore different social tools, such as discussion boards, groups and forums. Overstock's announcement of this feature made its purpose clear: "[P]eople like you can interact, entertain and educate ... When we're finished, you'll be able to keep up on current events, speak your mind on your free blog, chat with folks like you in our forums, and work with others to write the book on the activities that most inspire you. Big changes are coming fast, so please check back soon." In 2010, this feature was redesigned and social networks services were incorporated into it for integrating users and maximizing word-of-mouth. 
The Plateau Stage
Between 2009 and the first half of 2011, there was a clear decline in the launch of new social features at the websites we tracked. Among the few that occurred, in 2009 Overstock launched "O.biz" for businesses and customers to trade merchandise in bulk. This was announced as a feature that was designed to give small businesses and customers the opportunity to buy large quantities of merchandise at deep discounts. Later, "O.biz" was redefined as a parallel B2B website, and it remains active today. In 2011, eBay launched "Group Gifts," a collective buying function to support friends who would like to give gifts together. Members are able to set up a group gift using Facebook or email, chip in to pay, and track payments from members and collectively purchase gifts.
Social Features: A Functional Categorization
A closer analysis of the 42 social features found in the top five e-commerce websites allows us to categorize these different features by associating their common purposes based on the business strategy they support. In general, all social features have the main goal of promoting interactions and social exchanges among consumers to improve their shopping experience. We also can infer that there are similarities in the purposes of the different features that have been introduced by different websites across the years.
Our analysis identified four main categories that are primarily dedicated to: (1) attracting others and promoting branding; (2) building users' identities while strengthening member ties to the community; (3) producing user-generated content for further use; and (4) promoting collective action. Table 4 summarizes these four categories and offers some examples.
INSERT TABLE 4 ABOUT HERE
The proposed categories summarize and integrate the common purposes of different social features that we identified. They consider the features underlying the functions and strategies that characterize the evolution to a more social-oriented type of commerce. Because it is critical for any social commerce website to offer a minimum of social features, this compilation can serve as a guideline for the identification of the implementation of new capabilities and new features.
CONCLUSION
This study answered two questions related to the evolution of the top five e-commerce websites and their transitions to a more social commerce orientation. We examined the websites' individual and collective evolution over twelve and a half years, and traced the introduction of different technical features across the years. 174 newly-introduced features were identified and classified based on their support for various transactional, relational and social businesses strategy emphases. In addition, we provided a deeper examination of the social features to shed light on the transformation from e-commerce to social commerce. We outlined a framework to summarize the purposes and functionalities of the social features.
As a longitudinal and retrospective investigation, this study was limited by the availability and quality of WayBack Machine data, and faced some constraints for webpage navigation. Because of these things, and despite our effort to thoroughly analyze the websites, it still is possible that some features were not captured properly in our data collection process. Also, the descriptive and qualitative approaches that we used in this study, along with the small number of cases that we investigated, restrict us from offering more generalizable results that are applicable to the wider e-commerce sphere. Our classification of the websites' social features was drawn up solely based on a meta-analysis of our empirical data.
In spite of the limitations, we discovered some interesting facts and trends. Although the term social commerce emerged in 2005, our study shows that Amazon and eBay introduced some social commercerelated features as early as late 1990s. They did this to empower C2C interactions and social shopping activities. They also sought to adapt their business strategies to the Internet economy and the increasing importance of online word-of-mouth. E-commerce has been evolving gradually and the three strategic emphases coexist, as evidenced by the supporting technical features that we reported on. There may be different degrees of social commerce, depending on the nature and extent of the supporting social features that are implemented at different e-commerce websites. And, since five websites that we studies represent companies with different business models, it will be interesting to assess and compare how their website features changed over the years as their e-commerce strategies evolved. This study offers two major contributions. At the conceptual level, we proposed a framework to understand the three strategic emphases in e-commerce, and the interactions among the three major actorsmerchants, consumers, and customers. We also provided a categorization of social features to highlight the social commerce orientation of the top five e-commerce websites. At the methodology level, we demonstrated a qualitative longitudinal analysis that captures and analyzes historical evidence about the introduction of different transactional, relational and social features by top e-commerce websites. 
Relational
Features that seek to forge new and/or maintain long-term relationships between merchants and consumers and/or business partners. They support commitment, loyalty and trust building. Based on consumers' and partner's information, location, profile and shopping habits, retailers are able to tailor better relational strategies. Example relational features are: targeted promotions, recommendations based on previous searches (browse history) or purchases, membership/affiliation advantages and reward programs.
Social
Features that promote and support interactions between or among consumers/customers, through which they are able to share opinions, experiences, comments about products/services or merchants. The social activities may impact user generated content (UGC) and crowdsourcing to support buying decisions, leverage sales (transactions) and forge recurring customers (relationships). Social activities in e-commerce websites may take place in social channels such as: forums, discussion lists, rankings, pools, ratings and reviews. Focuses on bringing awareness and attention about deals, brands, and or new products. The integration with third-party SNSs is an option to expand the word-of-mouth to a broader scope.
 E-mail to a friend -Overstock (2002) A self-service consignment program that enables people to promote and sell media products directly on Amazon.com. Advantage is designed specifically for publishers, music labels, studios, authors, and other content owners who would like to source their products to Amazon.com, the world's leading on-line retailer. It gives you the opportunity to market products to millions of customers. The program offers a proven means of distribution and order fulfillment for media product (such as books, videos, and music Community Message board, groups, forum. Description on the website: "people like you can interact, entertain and educate...When we're finished, you'll be able to keep up on current events, speak your mind on your free blog, chat with folks like you in our forums, and work with others to write the book on the activities that most inspire you. Big changes are coming fast, so please check back soon." (Forums/Blog/Guides) -Ps. In 2010 was reformulated and blended social networks services, for integrating users and spread the word of mouth. A new specialty site where customers can buy new, fixed-price goods in a more conventional e-commerce experience. Sellers have more exposure to top buyers and convenience-oriented buyers at no additional cost. 
